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We have a clear
strategy to drive
organic growth
and improved
operating margins.”

Darren Waters
Chief Executive

2023 HIGHLIGHTS

Revenue Profit Before Tax Gross Margin

£364.5m £11./m 47.7%

(2022: £381.2m) (2022: £26.2m) (2022: 48.4%)

Basic Earnings Adjusted Profit Adjusted Basic
Per Share Before Tax? Earnings Per Share?

8.6p £15.2m 11.0p

(2022: 19.6p) (2022: £28.7m) (2022: 21.4p)

Adjusted Operating Profit?

£18.4m

(2022: £31.3m)

Pre-IFRS 16
Net Cash

£0.4m

(2022: Net Debt £14.4m)



Net Debt

£58.2m

(2022: £78.1m)

1 All figures, including comparatives, exclude
discontinued operations.

2 Adjusted measures are stated before non-underlying
items and the related tax effect (see page 62). We use
alternative performance measures to assess business
performance and they are provided here in addition
to statutory measures to help describe the underlying
results of the Group.
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OUR BUSINESS

AT A GLANCE

We are the market-leading UK manufacturer,
distributor and recycler of innovative
window, door and roofline PVC products.

Through our vertically
integrated business model
and differentiated customer
proposition for fabricators,
installers, small and
independent builders and
housebuilders, we offer:

Manufacturing
expertise

We manufacture rigid and foam PVC products in our well
invested, centrally located facilities. Our manufacturing process
uses raw materials including PVC resin and recycled material
produced at our own plants.

In addition, we have specialist manufacturing sites for
secondary operations, including foiling, conservatory roofs,
composite/PVC entrance doors and injection moulding
products, along with a dedicated technical centre, focused
on product development and innovation.

02 Eurocell plc Annual Report and Accounts 2023



Recycling

We are the leading UK-based recycler of PVC windows with
two recycling facilities located in Selby and llkeston, from which
recycled material is used to generate brand new extruded
plastic products.

We recycle factory offcuts (‘post-industrial waste’) and old
windows that have been replaced with new (‘post-consumer
waste’) into reusable raw materials for our manufacturing
process, putting recycling at the heart of our operation.

Nationwide
distribution

We distribute our manufactured foam products and entrance
doors, along with a range of third-party products, via our

nationwide network of 214 branches. In addition, we sell windows

made by our fabricator partners using our manufactured profile.

Our sales and distribution strategy is implemented through our
cross-functional sales and business development teams, which
target the key decision makers in the supply chain, including
fabricators, installers, developers, architects, local authorities
and planning departments.

Our distribution activity is supported by our state-of-the-art central

warehouse, with cantilever racking and mobile platform picking,
and a fleet of ¢.250 road vans.

32%

Proportion of recycled
material used in extrusion

214

Number of branches
at 31 December 2023
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WHAT WE DO

Market-
0

ading

wAL/

We operate our
business through
two divisions that
reflect the principal

routes to market
for our products.

Profiles Division

The Profiles division manufactures extruded rigid PVC profiles
and foam PVC products. We make rigid and foam products
using virgin PVC compound, the largest component of

which is resin. Our rigid products also include recycled PVC
compound, produced at our market-leading recycling facilities.

Rigid PVC profiles are sold to third-party
fabricators, who produce windows, trims,
cavity closer systems, patio doors and
conservatories for their customers.

There are broadly four types of fabricator:

¢ Trade frame — supply finished products
to tradesmen or small retail outlets

* New build — supply and install the
products they make for housebuilders

e Commercial — supply and install
products used in applications such as
office spaces and education facilities

e Retail — make products for sale via
their own retail operation, which may
be a large national business, or a small
company servicing the local community.
We are not particularly exposed
to retail fabricators.

Fabricators have production facilities which
are customised to the window or door
system they make. As a result, fabricators
predominately buy profiles from a single
supplier, which in turn creates a stable

and loyal customer base.

Foam PVC products are used for roofline
and are supplied to customers through our
nationwide branch network in the Building
Plastics division (see overleaf). All of our
manufacturing margin is recorded within
the Profiles division, which therefore

also benefits from expansion of the

branch network.

The Profiles division also includes:

e Vista Doors — manufacturer of
and PVC entrance doors

e S&S Plastics — manufacturer of plastic
injection moulded products/services

“y

e Eurocell Recycle (Midlands and
North) - recycler of PVC windows.

eurocell
recycle

Profiles division — product
mix (%)
10%

g™
/

80%

B Window profile B Doors H Roofs
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Building Plastics Division
(Branch Network)

Our Branch Network distributes a range of Eurocell
manufactured and branded foam PVC roofline products

and Vista doors, alongside third-party manufactured ancillary
products. These include sealants, tools and rainwater products,
as well as windows made by our fabrications partners using
our manufactured profile products.

Distribution is through our national network

of 214 branches to installers, small and Manufactured products

independent builders, housebuilders and
g ‘ Roofline Fascias
3 W & Trims & Soffits

nationwide maintenance companies.
The branches also sell roofline products
to independent wholesalers.

D e N s

—— = Sealants

Rainwater cone -
=2~ & Cleaners

& Drainage

Composite
Decking

Branch Network division -
product mix (%)

Made-to-order
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30%

B Manufactured products
B Traded goods
Made-to-order
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CHAIR'S REPORT

The last twelve months have
seen major changes and
significant challenges for the
Group and in our markets.

The progress we made during
2023 is testament to the
commitment, hard work and
dedication of our teams in
every part of the Company,

so | start this year’s report

by offering, on behalf of
shareholders and of the Board,
my sincere thanks to them all.”

Derek Mapp
Chair

Eurocell plc§ Annual Report and Accounts 2023

Financial and operating performance
Against a difficult backdrop, including

a weak repair, maintenance and
improvement (RMI) market and a severe
decline in new build housing, we delivered
some resilience in the Group’s sales
performance. Revenues for the year were
£364.5 million, down 4% against a strong
2022 comparative period.

Adjusted profit before tax from continuing
operations was down 47% at £15.2 million
(2022: £28.7 million), reflecting the impact
of lower volumes and margin pressure.

In response, the business took decisive
action on costs, including a restructuring
programme completed in Q2, and
continued to focus on efficient working
capital management, to drive a good cash
flow performance and maintain a strong
balance sheet and liquidity.

Reported profit before tax, also on a
continuing basis, was down 55% at
£11.7 million (2022: £26.2 million),
reflecting the cost of the Q2 restructuring
programme, which will also benefit our
financial results in 2024.

Net cash generated from operations

was £52.8 million, up 50% on 2022,
including an inflow from working capital
of £13.4 million. As a result, net cash at
31 December 2023 on a pre-IFRS 16
basis stood at £0.4 million (31 December
2022: net debt of £14.4 million).

Earnings per share and dividends
Adjusted basic earnings per share for the
year were 11.0 pence (2022: 21.4 pence).
Reported basic earnings per share were
8.6 pence (2022: 19.6 pence).

We paid an interim dividend of 2.0 pence
per share in October 2023. The Board
proposes a final dividend of 3.5 pence
per share which results in total dividends
for the year of 5.5 pence per share
(2022: 10.7 pence per share).

Capital allocation

The Board is focused on enhancing
shareholder returns and recognises the
importance of our ordinary dividend. We
will periodically consider supplementary
distributions, whilst always seeking to
maintain a strong financial position.

Taking into account expected organic
investment requirements and our
successful cash flow management in
2023, we launched a £5 million share
buyback programme in January 2024.



Following the Board'’s decision that
employee incentivisations by equity should
be through shares acquired rather than
issued, the first 642,000 shares repurchased
under the buyback programme will be held
in treasury and used to satisfy employee
share options over the next two years. All
other shares repurchased will be cancelled.

As of 15 March 2024, we had purchased
2.0 million shares at a cash cost of
£2.5 million under the programme.

Strategy

Following the arrival of Darren Waters

as Chief Executive, the Board conducted
a review of the Group’s strategy,
including the optimisation and expansion
of the Branch Network, an enhanced
customer proposition and simpilified
business structures.

With this review now complete, we have
reset our ambition for the business and
identified a clear strategy for organic
growth and improved operating margins,
which has the potential to create
significant shareholder value.

The headlines from our work on strategy
are summarised in the Chief Executive’s
Report on pages 14 to 17, with the full
detail set out in the Strategic Report on
pages 18 to 29.

Board changes and governance
Following our AGM in May, Darren Waters
assumed the position of Chief Executive
and Mark Kelly retired. In addition,

Martyn Coffey stood down from the Board
and Will Truman was appointed as an
independent Non-executive Director and
member of the Audit and Risk, Nomination
and ESG and Social Values Committees.
We were also pleased to announce the
appointment of Angela Rushforth as an
independent Non-executive Director and
member of the Nomination and ESG and
Social Values Committees in January 2024.

Looking ahead, after nine years of service,
Frank Nelson intends to step down

from the Board at the 2024 AGM and

| would like to thank him for his significant
contribution to the Group. Alison Littley
will be appointed Senior Independent

Non-executive Director when Frank leaves.

Whilst this has been a period of significant
change for the Board, our new appointments
bring extensive experience and knowledge
of the UK building materials and fenestration
sectors, as well as valuable commercial
insight, and | am very pleased that we

have been able to attract such high-calibre
individuals into the Company.

In accordance with the UK Corporate
Governance Code (‘the Code’), an external
evaluation of the Board’s performance was
conducted towards the end of 2023. The
review concluded that the composition of
the Board, and its committees, provides an
appropriate balance of skills, experience,
independence and knowledge to allow

the Board to discharge its responsibilities
effectively. Full details of the review are

set out on page 81.

Finally, I can confirm that we aim to comply
with the Code and that, as a Board, we
are committed to the highest standards

of corporate governance and ensuring
effective communication with shareholders.

Derek Mapp
Chair
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MARKET OVERVIEW

Well-positioned
for when markets

r—e 0 \Jer—

Whilst current market
conditions are challenging,

we believe we have good
potential to outperform market
forecasts over the medium
term, capitalising on our strong
market position and clear new
strategy to drive organic growth
through the transformation of
the Branch Network and other
commercial initiatives.

UK economic forecasts
GDP and interest rate trends are expected to be slightly positive over the next
two years.

Bank of England base rates (at 31 December)’

6% 5.25%
5% 4.75%

4% 3.50%
3%
2%
1% 0.75%
0%

4.25%

0.10%  0.25%
2019 2020 2021 2022 2023E 2024F  2025F

GDP growth’
0,
10% 8.7%
8%
6%
4.3%
4%
1.7%
2%
’ 0.5% 0.6% .
0% — |
2021 2022 2023E 2024F 2025F

08 Eurocell plc  Annual Report and Accounts 2023

The level of UK economic activity,

in particular the state of the repair,
maintenance and improvement (‘RMI’)
and new-build housing markets, are
important drivers of our performance.

Eurocell market by revenue %

5%

1(?

85%
B RMI

B New build
Commercial (hew build & RMI)

CPA Construction Industry
Forecasts (2023-25)

The market growth estimates of the
Construction Products Association (‘CPA),
provide informative baseline indicators of
the markets we operate in. The data and
graphs on the following pages summarise
the CPA forecasts published in January
2024 for our key markets, together with

a summary of the current drivers in these
markets and our response.

1 Source: CPA Construction Industry Forecasts
(central scenario — published January 2024).



c.85%

Proportion of Eurocell revenue

CPA market growth projections
and their rationale

Private housing RMI output is now
forecast to fall by 4% in 2024 after the
double-digit fall last year. This is a revision
downwards as some of the anticipated

fall in property transactions, which leads
to lower RMI activity within 6-9 months, is
expected to now feed through in H1 2024.
In 2025, with lower interest rates, stronger
economic growth and a growing housing
market, growth of 3% is expected.

Market drivers

* Improve vs move
Property prices, housing supply
and moving costs affect whether
homeowners improve their homes rather
than move. The UK’s ageing housing
stock should also drive RMI demand

e Disposable income
Inflation, real wage growth and mortgage
interest rates affect disposable income
for repairs and maintenance

e Consumer confidence
Macroeconomic factors, including
unemployment levels, influence
consumers’ appetite for large
discretionary spend

c.10%

Proportion of Eurocell revenue

CPA market growth projections
and their rationale

The forecast for private housing in 2024 has
been revised downwards slightly as house
builders adjust to the short-term decline in
housing demand that appears to have now
hit its nadir. After a recovery in mortgage
approvals, property transactions and house
price growth during 2025, both starts and
completions are likely to recover but the rate
of recovery will heavily depend on not only
mortgage rates but also policymaker stimulus.

Market drivers

¢ Housing supply
Structural deficit in new house building,
compared to government targets

e Government incentives
Ongoing shortage of housing may
attract government intervention or
incentives, especially with a UK
general election due in 2024

Private RMI growth'
40%

30% 26%
20%

10%
1%

13%

0%
-10%

209
20% 2019

-11%

2020 2021

e Focus on the home
Although moderated from post-pandemic
highs, the focus on improving living
spaces, and developing home offices,
drives demand for conservatories,
garden rooms and simple extensions
e Ageing population
The desire for maintenance-free
properties, coupled with tradesman
availability, influences the demand for
uPVC, rather than wood, products.

Our response

e Optimise our branch network through
a programme of estate transformation,
including new branches and
relocations, supported by enhanced
site-selection methodology

e Develop our customer offering for the
Branch Network, including increased
sales of windows and doors

-11%
2023E

-4%

2022 2024F 2025F

Become the homeowner’s choice for
extended living spaces through products
such as garden rooms, extensions and
roof lanterns, supported by our Select
installer scheme

Leverage our new website, plus
increased investment in digital
technology to drive incremental
e-commerce sales, generate
homeowner leads, attract new trade
accounts and drive traffic to our
branch network

Protect our Profiles trade fabricator
business and maintain our value-added
service propositions that support

our customers

e Customer-centric approach to new
product development

Build a reputation within the industry
that creates loyal trade fabricator
partner advocates.

New Build growth'
30%
20% 16%

10% 5%

11%
4%

0%
-10%
ek -19%

-30%

2019 2020 2021

¢ Housebuilders’ plots
Housebuilders have a strong pipeline
of plot builds but uncertainty exists
regarding starts/completions/targets

¢ Homeowner demand
Although suppressed by increased
mortgage rates, rising rental costs and
the enduring desire to own your own
home drive home ownership

e Buyer incentives
‘Share ownership’ schemes, although
subject to eligibility, and ‘Right to Buy’
schemes in the public sector, make
home ownership more affordable
and accessible.

-4%

-19%

2022 2023E 2024F 2025F

Our response

e Protect our Profiles new build fabricator
business and maintain the value-added
service propositions that support our
customers

Leverage our strong proposition with
national housebuilders in the regional
new build market

Provide a fit-for-purpose solution to address
the Future Homes Standard regulations
Continue proactive engagement with our
customer base regarding sustainable
product development

Provide a sector-leading technical
support service

Leverage our ESG credentials, including
our market-leading recycling operations.
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CHIEF EXECUTIVE’'S

Q&A

Darren Waters joined Eurocell

as Chief Executive designate in
April 2023 and was appointed
Chief Executive on 11 May 2023,
following Mark Kelly’s retirement
at the 2023 AGM. He was
formerly Chief Operating Officer
for Ibstock plc and has extensive
experience and knowledge

of the building products and

With Darren Waters, fenestration sectors in the UK.
H H In this Q&A, we ask Darren to

Ch Ief EXGCUtlve share what it was that attracted
him to Eurocell, what his initial

observations have been and how
he sees the future for Eurocell.

What attracted you to the role
of Eurocell CEO?

Eurocell is a business that | knew

well from my time as CEO of Tyman
UK & Ireland. From the outside looking
in, it felt like a business with a strong
foundation, based on a market-leading
position in PVC door and window profiles,
plus an established national network of
trade counters. From an ESG perspective,
| also admired what it was doing on
recycling. What struck me though was
the potential to take the business to the
next level, and | felt that | could really draw
on my recent experience with Ibstock
and Tyman to make that happen. The
opportunity to work with our Chairman,
Derek Mapp, given his reputation and
track record, was also compelling.

Taking us to the

X1
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You joined Eurocell in April
2023. What are your first
observations, and is it what
you expected?

Derek gave me a good overview of

the business before | joined so there
weren’t many surprises. The business had
been through quite a lot of change, with
the warehouse move and cyber-attack.
When | arrived, | knew we were facing
headwinds due to the depressed housing
market and also grappling with rising
input costs, but it was also clear that the
business had underestimated the scale
of the market downturn. We therefore had
to act quickly to reduce the cost base,
eliminating around a hundred roles at
the half year.

On a more positive note, I've inherited a
strong team with some great people, who
are very engaged with the business and
hungry for change. We’ve got a lot of work
to do to develop a more cohesive culture,
but we are moving at pace on that.

What changes, if any, have
you made to the business
so far?

Safety is now the first agenda
item in every leadership meeting
and has had more airtime, so it’s been
pleasing to see a 50% improvement
in our performance.

Our Commercial MD is now 100% focused
on the Branch Network, with fabricator
sales now reporting to me. | felt we needed
to give more attention to the branches,
because there is so much opportunity

to go after.

We have been improving our door and
window proposition through the branches,
because | felt that we weren’t punching
our weight in these core big ticket product
categories. The work we have done since
is very exciting, and now one of the key
building blocks in our new strategy.

| also kicked off a review of our strategy,
as we didn’t have an overarching plan
that set out where we were going, or how
we were going to get there. The early
feedback | got from investors was that
they didn’t really understand our strategy
either. By November, we had put the
finishing touches on a high-quality piece
of work, that clearly articulates our future
vision for the business, and sets out

the initiatives that will drive the business
forward. The feedback from our key
stakeholders so far has been positive,

SO we've now got to get on and deliver it!

We can’t do that without our fantastic
employees, so we've recently welcomed
a new People Director into the business,
who has some great experience with
the likes of Halfords, Costa and Pets

at Home, and is a great addition to our
Executive team.

level
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You have set out a new
purpose and values.
What can you tell us about those?

Everyone knows that purpose-driven
organisations perform better. A great
purpose should act as a ‘call to arms’
and energise employees. To put it bluntly,
our former purpose did not set the pulse
racing, but its replacement is bold and
inspiring. Given that culture is an untapped
opportunity, we've also created a new
set of values that define our personality
and set the tone for the organisation.
I’'m really pleased with the outcome of
this work, as the language we have used
(e.g. Gritty, Decent) will really resonate
with our employees. Having landed these,
we are now starting to cascade them
throughout the organisation, alongside our
new strategy. | know from experience that
it takes a long time to embed new ways
of working, but changing the culture will
really help us to mobilise and sustain our
ambitious strategic agenda.

You have now completed
a review of your strategy.
What are the headlines from that?

The headlines are that we believe

we have a clear growth strategy,
built around four pillars: Customer
Growth, Business Effectiveness, People
First and ESG Leadership. Through this,
we have a pathway to building a £500m
revenue business generating a 10%
operating margin within the next five
years. It's an ambitious vision, but when
you aggregate the growth opportunities,
applying a degree of sensitivity, it is an
achievable target.

(7]
%
=
(]
=~
]
=
o
o
o
°
<]
3
=)

90UBUISNOY) 81elodIo)

SlusWIele]S [BlOUBUI



CHIEF EXECUTIVE’S Q&A

Tell us about these strategic
pillars, starting with
Customer Growth?

Customer growth is predicated on

us becoming the trade customer’s
preferred choice, in all markets and
segments where we operate. The largest
element of this is our Branch Network,
where we are aiming to sell more doors,
windows, and conservatory roofs to
become the number one destination for
professional tradespeople.

After a two-year hiatus, we are planning
to open more branches from H2 onwards
and we see an opportunity to add 30 new
sites over the next three to four years.

We then have our extended living spaces
range (garden rooms and extensions),
where we are gaining a strong reputation
for the quality of product and professional
installation service. All of this is
underpinned by our investment in digital,
to raise awareness of our products and
home improvement solutions, to acquire
new customers.

What kind of initiatives
will underpin Business
Effectiveness?

We want to make Eurocell a

lean and efficient business, so
we are upgrading our business systems
to streamline processes and make us
easier to do business with. By selling
more doors and windows, we will
utilise spare capacity that we have in
our composite door business and rigid
extrusion manufacturing operations,
thereby making us more efficient.

We are also embedding a continuous
improvement (‘CI’) philosophy, which

is already highlighting significant
opportunities, particularly in our
manufacturing and recycling operations.

Can you expand on what
People First means?

People First is all about making

Eurocell a great place to work,
through a relentless focus on health
and safety, an enhanced employee
value proposition, improved levels of
employee engagement and effective
talent management. Many of our people
really love their jobs, but we want them
to love Eurocell too. We have pockets of
excellence, but we are just not consistent
across all our sites. I’'m passionate about
this initiative, as I've seen the impact of
getting this right and | know how it can
positively affect performance.

12 Eurocell plc  Annual Report and Accounts 2023

ESG Leadership is not

straight forward for a
business that uses PVC -
what are you planning here?

Eurocell is already a leader in PVCu

recycling, which is preventing
thousands of windows being sent to
landfill. But that’s just one aspect of ESG
and, looking ahead, we aim to excel in
all areas. We are now working with a
specialist ESG consultancy to develop our
Net Zero strategy and improve the way we
capture and record data, through our own
business and the rest of our supply chain.

What are the biggest risks
and challenges you face to
deliver the strategy successfully?

One of the biggest challenges

we face is bandwidth, as there
is a lot to do, plus there are a lot of
interdependencies between the various
elements of our strategy. As an example,
we cannot deliver on the potential upside
in the branches without upgrading our
trading system. Furthermore, to grow our
extended living spaces range, we must
execute on our digital strategy. We also
have some gaps in capability that we are
addressing, but not at additional cost.




Looking shorter term,
how do you assess your
core markets today?

It’s very hard to predict given the

instability caused by events in the
Middle East, but our forecast assumes
flat vs H2 20283. Private housing (10% of
revenues) is starting to pick up a little, after
the drop in interest rates, but remains well
down on the levels we saw in 2022. RMI
(85% of revenues) has been more resilient
but is still challenging. We are therefore
not anticipating any improvement in the
market this year, but if inflation continues
its downward trend and interest rates drop
further, then H2 could turn out to be a little
better, which would be a bonus.

What are you going to focus
on this year?

Our focus for this year is all about

accelerating the branch network
transformation (including the new trading
system), embedding the new culture,
delivering on our CI projects and raising
our game on ESG. There is an expectation
that the market in 2025 will be much
better, and we want to be ready to take
advantage of that.

n Any final thoughts?

Towards the end of 2023, | really

felt that we were beginning to build
momentum on several fronts, which we’ve
carried into the new year. We are also
starting to see more consistency in our
performance, which is generating belief
in our ability to deliver an improvement
in the quality of our earnings over the
medium term, something that we are
committed to achieving. If we maintain this
trajectory, then we will be well placed to
benefit from an uptick in the market, when
that comes.

| am loving the job, relishing the opportunities
that we are uncovering, and confident that
we can make Eurocell a great business.

0 Read about our new
strategy on pages 18 to 29

Eurocell plc  Annual Report and Accounts 2023 13

(7]
@
2
(]
~
o
Q
(7]
X
(]
T
o
S
~

90UBUIBAOY) 81eiodio)

SjuswialeIg [eloueUld



CHIEF EXECUTIVE'S

REPORT

Introduction

With demand softening towards the end
of 2022, we completed a restructuring
programme in Q4 of that year and entered
2023 prepared for tougher markets.

However, conditions in the first half of
2023 were more challenging than we had
anticipated, with repair, maintenance and
improvement (‘RMI’) activity impacted

by low consumer confidence and higher
costs of living. In addition, a steep decline
in new build activity followed successive
interest rate rises and falling house prices,
with housebuilders reducing build rates

in anticipation of falling sales. Thereafter,
these trends continued for the remainder
of 2023, with some further modest
weakening in our key markets in H2.

Input cost inflation also continued
through the first half, particularly for
labour, electricity and recycling feedstock
prices, which we offset with selling price
increases where possible. As expected,
we experienced some easing of input
cost pricing in H2.

In response to lower sales volumes,

we took further decisive action on costs,
with a second restructuring programme
implemented in Q2 2023. We also
continued to focus on efficient cash and
working capital management to drive a
good cash flow performance for the year.

As reported in September, we have been
reviewing our strategy. Through this work,
we have identified a route to organic
growth and a healthy improvement in
operating margins over a five-year period.
The headlines are summarised as follows,
with full details set out in the Strategic
Report on pages 18 to 29.

1 Injuries per 1 million hours worked.

Financial results

Against the challenging market backdrop,
we have delivered some resilience in the
Group’s sales performance. Revenues for
the year were £364.5 million, down 4%
on 2022, with volumes 6% lower against
a strong 2022 comparative period.

As expected, adjusted profit before

tax from continuing operations was

£15.2 million, down £13.5 million on 2022,
with the reduction driven by lower sales
volumes, input cost inflation and margin
pressure in the branches, partially offset
by selling price increases, operational
improvements and cost reduction.

Reported profit before tax was

£11.7 million (2022: £26.2 million), after
non-underlying costs totalling £3.5 million
(2022: £2.5 million), reflecting the impact
of a restructuring programme and
cloud-based computing expenses.

Reflecting our focus on cash management,
we delivered improved net cash generated
from operations of £52.8 million, up

50% on 2022, including an inflow from
working capital of £13.4 million, compared
to an outflow of £13.1 million in the
previous year.

Detailed information on our Group financial
performance is set out in the Chief Financial
Officer’s Report. A summary of divisional
financial performance is included below.

Operational performance
Production

Overall Equipment Effectiveness (‘OEE’,

a measure which takes into account
machine availability, performance and
yield) was 78% in 2023, a significant
improvement on the 71% reported

for 2022, and ahead of our target of

75%, reflecting the benefit of improving
manufacturing efficiencies and a tighter
conformance to production planning. As
a result, having built inventories to mitigate
the impact of supply chain disruption

in 2021/22, we delivered a reduction of
¢.£13 million in 2023, including the benefit
of lower input costs.
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Recycling

We are the leading UK-based recycler of
PVC windows, now saving the equivalent
of ¢.3 million window frames from landfill
each year. We have made further progress
in 2023, with usage increasing to 32%

of materials consumed in production,
compared to 29% in 2022, driving lower
carbon emissions and cost savings
compared to the use of virgin material.

A weaker RMI market and fewer window
replacements restricted feedstock
availability for our recycling business,
resulting in a significant increase in
purchase prices (21%) compared to 2022.
However, the impact was most significant
in the first half of the year and we are
making good progress securing additional
sources of feedstock, which, alongside
reduced demand and lower virgin resin
prices, saw prices beginning to ease in H2.

Furthermore, we are finding more ways
of using all the waste product generated
by our plants and expect to progressively
reduce waste sent to landfill.

Health and safety

The safety and well-being of our
employees, contractors and branch
customers is our number one priority, and
we have delivered a significantly improved
safety performance in 2023. Our Lost Time
Injury Frequency Rate' (‘LTIFR’) was 5.7

in 2023, compared to 10.0 in 2022. Our
RIDDOR (Reporting of Injuries, Diseases
and Dangerous Occurrences Regulations
2013) performance remains better than
the industry average. There were no major
injuries and 11 minor accidents recorded
under RIDDOR in the year (2022: no major
injuries and 23 minor injuries).

Health and safety is now the first agenda
item for key internal meetings. We have
enhanced the reporting of near misses and
unsafe acts and conditions, as part of a
proactive approach to risk management,
with the aim of reducing the likelihood

of future workplace injuries. This, when
combined with the effective and timely
implementation of corrective and
preventive action, supports our

positive and improving safety culture.



Divisional performance - Profiles

2023 2022 Change
Profiles £m £m %
Third-party revenue 154.9 161.7 (4)%
Inter-segmental revenue 64.9 72.3 (100%
Total revenue 219.8 234.0 6)%
Adjusted' operating profit 1.9 20.2 (41)%
Operating profit 10.1 19.3 (48)%

1 Adjusted performance measures are stated before non-underlying items.

Profiles third-party revenue for the year
was £154.9 million, 4% lower than
2022, with reduced RMI activity and a
significantly weaker new build market
partially offset by market share gains,
leaving volumes 7% below 2022.

Cost of living pressures, successive
interest rate increases and falling house
prices have all had a significant adverse
impact on demand for our products.

However, we have continued to acquire
new fabricator accounts, supported by

a reduction in UK capacity following the
closure of the Duraflex extrusion business
in September. In addition, some of our
existing fabricators have benefited from
an increase in volume following the
administration of Safestyle in October.

Profiles adjusted operating profit for
2023 of £11.9 million was 41% below
the previous year (2022: £20.2 million),
reflecting lower sales volumes and input
cost inflation (particularly labour, recycling
feedstock and electricity), partially offset
by selling price increases, operational
improvements and cost reduction.

Reported operating profit is stated after
non-underlying restructuring costs totalling
£1.8 million (2022: £0.9 million).

Further information on non-underlying items is included in the Chief Financial Officer’s Report. A summary of our strategy

for Profiles is set out overleaf.

Divisional performance - Building Plastics (Branch Network)

2023 2022 Change
Building Plastics £m £m %
Third-party revenue 209.6 219.5 (4)%
Inter-segmental revenue 0.4 0.3 33%
Total revenue 210.0 219.8 (4)%
Adjusted' operating profit 8.9 12.2 (27)%
Operating profit 8.2 10.9 (25)%

1 Adjusted performance measures are stated before non-underlying items.

Third-party revenues in the Branch
Network were £209.6 million, 4% lower
than 2022, with volume down 5%.

RMI volumes in the branches were subdued
throughout the year, as homeowners have
pulled back on discretionary expenditure,
most likely in response to higher costs

of living and interest rates.

However, we still see reasonable volumes
of high-value project work (such as our

roof lanterns, conservatory roofs, windows
and bi-fold doors) and sales in our outdoor

living range (fencing, decking and garden
rooms) of £11.6 million remain broadly
consistent with 2022.

Branch Network adjusted operating profit
for 2023 was £8.9 million, 27% below

the previous year (2022: £12.2 million),
reflecting lower sales volumes and
pressure on margins as a result of
increased competition for limited demand,
partially offset by selling price increases
and cost reduction.

Reported operating profit is stated after
non-underlying restructuring costs totalling
£0.7 million (2022: £1.3 million).

Further information on non-underlying items is included in the Chief Financial Officer’s Report. A summary of our strategy

for the Branch Network is set out overleaf.
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CHIEF EXECUTIVE’S REPORT

Strategy

We began a review of our strategy in the
summer. The review is now complete, with
the headlines summarised below and full
detail set out in the Strategic Report on
pages 18 to 29.

By way of context, since Eurocell listed

on the London Stock Exchange in 2015,
sales have more than doubled, through

a mixture of branch expansion, market
share gains and acquisitions. We have also
significantly increased our use of recycled
PVC in primary manufacturing operations.

Whilst the business has done well growing
the top line, operating margins fell steadily
down to 8% in 2022. This has been driven
by operational issues, now fixed with
investment, and our ability to recover the
full margin impact of input cost increases
with selling prices. Margins were lower
again in 2023, driven by higher input costs
and the operational gearing impact of
declining volumes.

With this strategic review, we are resetting
the ambition for the business. Our new
strategy identifies a pathway to building

a £500m revenue business, generating

a 10% operating margin over a five-year
period. This is an ambitious vision, but
we believe it is an achievable target.

Our strategy is built around four strategic
pillars: Customer Growth, Business
Effectiveness, People First and ESG
Leadership. The following paragraphs
describe these pillars and the initiatives
which support them.

Customer Growth

Our aim is to become the trade customer’s
preferred choice, in all markets and
segments where we operate. We believe
the biggest opportunity for growth will
come from expansion of the branch
network, including the sale of windows
and doors, plus our extended living
spaces range of garden rooms and
extensions. This is all underpinned by an
increased investment in digital, to raise
awareness of our products and home
improvement solutions and thereby
acquire new customers.

16

Branch Network

We have concluded that the optimum
branch network size is up to ¢.250
branches. Therefore, after a two-year
break, we are planning to recommence
opening new branches from Spring 2024
and expect to add ¢.30 new branches
over the next three to four years.

We will supplement this with a number
of branch relocations, to optimise our
existing footprint.

We are aiming to sell more doors,
windows and conservatory roofs through
the branches. Following an improvement
in our window and door proposition, we
ran a trial across six branches in Q4 and
the results exceeded our expectations.
We plan to add a further 24 branches
progressively into the trial in 2024,

and if successful, we will complete the
roll-out across the remaining network
through 2025.

Extended living spaces

Extended living spaces comprises garden
rooms and extensions. With our strong
customer proposition, experienced sales
professionals and efficient end-to-end
processes, we believe there is a good
opportunity to gain market share and
drive growth through this product range.

For example, since launching our garden
room range three years ago, we have
steadily built a strong market presence,
competing well with the established
market participants.

With our extensions range, we are using
modern methods of construction that
piece together in an innovative kit form,
thereby creating a cost-effective, energy-
efficient building solution for homeowners
who are looking to convert and extend
their properties, with installation times

of weeks not months.

Profiles

In Profiles, following a period of strong
growth, we believe we are now the leading
supplier of rigid PVC profile to the UK
market. With markets currently weak,

we believe targeting further significant
share gains would lead to price erosion,
which would have a detrimental effect

on our business.
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Our strategy for Profiles is therefore to
protect our existing business and maintain
our value-added service propositions that
support our customers. We will continue
to leverage our leading position with
housebuilders and commercial developers
to ensure we maintain specifications to
support a robust pipeline of work for our
fabricator customers. We are recognised
across the industry as the leading
technical systems house, and we will
continue to leverage this advantage too.

The planned growth in window sales
through our branch network provides
incremental growth opportunities for
our fabricator partners, and we are
proactively working with them to
secure additional capacity.

Business Effectiveness

Our objective is to make Eurocell a
lean and efficient business, therefore
we are upgrading our business
systems and streamlining processes
to increase efficiencies and improve
the customer experience.

As previously announced, we are in

the process of replacing our Enterprise
Resource Planning (‘ERP’) system. The
first stage of this process is to implement
a new trade counter system in the branch
network. Having now selected a new
system, we plan to transition at the
beginning of 2025. This will transform

the way we interact and transact with

our customers in the branches.

The second stage is to select and implement
an ERP system to support all other functions
of the business, including manufacturing,
recycling, warehousing, distribution and
finance. For ERP, we expect to select a
system later in 2024, with transition to

be completed around mid-2026.

We are also embedding a continuous
improvement philosophy, which is already
highlighting significant opportunities

for efficiencies, particularly in our
manufacturing and recycling operations.

Our initiative to sell more doors and
windows through our branches will utilise
spare capacity that we have in our rigid
extrusion manufacturing operations and
composite door business, thereby making
us more efficient.



People First

The objective of our People First strategic
pillar is to make Eurocell a great place to
work, through a relentless focus on health
and safety, an enhanced employee value
proposition, improved levels of engagement
and effective talent management.

For health and safety, we are focused

on improving relevant leadership

skills and providing appropriate safety
education. In terms of our employee

value proposition, we are developing a
wellbeing framework, recognition schemes
and better induction and onboarding
programmes. Key priorities for employee
engagement include a new internal
communications framework, colleague
forums and stepping up community

and charity work. Finally, effective talent
management includes talent development,
succession planning and an increasing use
of apprenticeships.

ESG Leadership

We want to earn a reputation for being

a truly responsible company. Eurocell is
already a leader in PVC recycling, which
is preventing millions of windows being
sent to landfill. But that is just one aspect
of ESG and, looking ahead, we aim

to excel in all areas.

We are now working with CEN-ESG,

a specialist ESG consultancy, to support
the development of our ESG strategy and
improve our ESG data and disclosures.
The results of our work so far are set out

in full in the Sustainability Report on pages
32 to 49 and in our Task Force on Climate-
related Financial Disclosures (‘'TCFD’)
Report on pages 50 to 61. It includes:

* A materiality assessment, which helped
us determine the most important
sustainability topics to the business.
With this analysis we have surveyed
a selection of employees, suppliers,
customers, banks and shareholders

* A baseline carbon footprint for the
business (Scope 1, 2 and 3), identifying
key decarbonisation levers.

We have used the outputs from this work
to define ESG objectives and targets

and develop a sustainability strategy,
supported by appropriate governance
and internal controls. Looking forward,

a key focus for our work in 2024 will be
to determine a path to reach Net Zero

by our target date of 2045, albeit this

will be heavily dependent on reduced

emissions in our raw material supply chain.

Summary and outlook

The trends reported at our half year results
in September continued for the remainder of
2023, with some further modest weakening
in our key markets. Against this challenging
backdrop, we are pleased to report profits
for the year in line with expectations and
strong cash flow generation.

We took early and decisive action on
costs in response to lower volumes and
have continued to focus on efficient
working capital management, driving a
good cash flow performance. Whilst the
near-term outlook for our markets remains
challenging, these actions leave us well
placed to benefit from a market recovery
when it comes.

Our review of strategy is now complete
and | am very pleased with the outcome.
Looking ahead, we have identified a clear
pathway to building a £500m revenue
business, generating a 10% operating
margin over a five-year period, built
around four pillars; Customer Growth,
Business Effectiveness, People First and
ESG Leadership. This is an ambitious
vision, but when we aggregate the growth
opportunities, and apply a degree of
sensitivity, we believe it is an achievable
target, with the potential to create
significant shareholder value.

Darren Waters
Chief Executive
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Introduction

Following the arrival of Darren Waters

as Chief Executive in the Spring of 2023,
we commenced a review of our strategy.

By way of context, Eurocell was listed on
the UK stock exchange in March 2015,
when annual revenues were £176 million.
Since then, sales have more than doubled,
through a mixture of branch expansion,
market share gains and acquisitions.

We have also significantly increased

our use of recycled PVC in primary
manufacturing operations.

e Number of branches increased from
141in 2015 to 214 in 2023

e New customer accounts in the Profiles
division have supported strong market
share gains

e Acquisitions include: S&S Plastics
(2015, a specialist injection moulder),
Vista Panels (2016, a composite doors
and panel door manufacturer), and
Ecoplas (2018, now Eurocell Recycle
North, a PVC window recycler)

e Use of recycled PVC in manufacturing
increased from 9% in 2015 to 32%
in 2023

e In 2021, the business relocated its main
warehousing operation and Head Office
to a new facility near Alfreton.

Whilst the business has done well growing
the top line, the quality of earnings has
declined, with operating margins falling from
12% in 2015 to 8% in 2022. This has been
driven by operational issues, now fixed with
investment, and our ability to recover the
full margin impact of input cost increases
with selling prices. Margins were lower
again in 2023, driven by the operational
gearing impact of declining volumes.

Our ambition
With this strategic review, we are resetting
the ambition for the business, via:

e The delivery of significant organic growth
through the transformation of the branch
network and other commercial initiatives

e Continual operational improvements and
footprint consolidation

e Simplification and digitalisation
of business processes

e The creation of a strong, cohesive
culture, where people are our priority.

Creating sustainable building
solutions for the trade of today, the homes
of tomorrow and the environment of the future

Our ambition

Our new strategy identifies a pathway

to building a £500m revenue business,
generating a 10% operating margin over
a five-year period. This is an ambitious
vision, but when we aggregate the growth
opportunities, and apply a degree of
sensitivity, we believe it is an achievable
target, with the potential to create
significant shareholder value.

An operating margin of 10% is

broadly equivalent to the margin of 12%
achieved at the time of our IPO, when
factoring in subsequent mix changes,
including the faster growth of the branch
network (which sells bought-in goods as
well as our own manufactured products)
and some of the natural dilution from
higher raw material costs.

Our new purpose and core values
underpin our strategy, which is built around
four strategic pillars: Customer Growth,
Business Effectiveness, People First and
ESG Leadership. The following paragraphs
describe what we mean by these pillars
and the initiatives which support them.

£500m

Sales

1I 2I
Customer growth

Be the trade customer’s
preferred choice, in all
markets and segments in
which we decide to compete

o Pages 20 to 25

o Pages 26 to 27

£50m

Operating profit

Strategic pillars

3.

Business effectiveness People first
Be a lean and efficient

business that enables agility
and enhances our profitability

Be a great place to

to invest in
° Page 28

Our core values

work, and a great brand

10%

Operating margin

4-
ESG leadership

Earn a reputation
for being a truly
responsible company

o Page 29
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- OUR STRATEGY

Custom
@gmﬁ

Customer growth is predicated on us becoming the trade
customer’s preferred choice in all markets and segments
where we operate.

We believe the biggest opportunity for
growth will come from expansion of
the branch network, including sales of
windows and doors, plus our extended
living spaces range of garden rooms
and extensions.

Branch Network - new branches
and existing estate

We have concluded that the optimum
branch network is up to ¢.250 sites. This
work included consideration of existing
branch/competitor locations, customer
demographics and recruitment challenges,
to identify areas of low coverage with
good potential. Therefore, after a two-year
break, we are planning to recommence
opening new branches from Spring 2024,
with ¢.30 new sites over the next three

to four years. This programme includes
strengthening our coverage in Greater
London on a cost-effective basis.

The new branches we open will be a
blend of formats, to support our current
and future branch proposition. It will
include a good proportion of larger format
stores (¢.5,000 sq ft), to accommodate
our new door and window proposition
and extended living space range (see
overleaf). As a result, we expect to have
at least 25 large format branches in three
to four years time, providing coverage
within 40 minutes’ drive time from the
main UK conurbations, for customers
and installers who want to visit a branch
to view big ticket items.
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At maturity, we would expect 30 new
branches to deliver sales of around

£30 million at an operating profit margin
in line with our target.

In terms of the existing estate, we

expect to complete a number of branch
relocations (when leases come up for
renewal) to optimise our existing footprint
and ensure that we are located in the most
appropriate places. This work has already
started with new sites in Sheffield and
Wembley. We will also continue our branch
welfare improvement programme, to make
sure our sites are great places to work

for our colleagues and great places to

visit for our customers.

Looking at branch operations, we intend
to create centres of excellence throughout
the network, to support the induction of
new colleagues and drive all branches
towards operational excellence. We plan
to have at least one centre of excellence
per region in place by the end of 2024.

Our People First strategic pillar is all about
making Eurocell a great place to work
and this is covered in detail in the relevant
sections which follow. For the Branch
Network, this includes development of

an industry-leading reward scheme,
embedding an enhanced induction
programme, plus improved leadership
development and training.

We are also working on a medium-term
organisational-design project, which
includes a plan to enhance the role and
responsibilities of our branch managers,
thereby increasing their autonomy and
accountability for decision making and
branch performance.

Branch Network -

windows and doors

We currently sell an estimated 1,000
window frames per week through the
branch network, which delivered revenues
of ¢.£24 million in 2023.

Our research indicates there is a significant
opportunity to sell more of these big ticket
items in our branches, so we have been
working to improve our door and window
proposition. Our target customers are
mostly professional window installers,
although we estimate that around a
quarter of the sales will come from
builders and DlIYers. We ran a trial across
six branches in Q4 2023, and the results
exceeded our expectations. We plan to
add a further 24 branches progressively
into the trial in 2024, which will take

us close to the capacity of our existing
fabricator supply chain.

The size of our branches dictates our
capacity to drive increased window and
door sales, which we estimate averages
around 30 frames per week. If we fill 50%
of the available capacity in our branch
network over a five-year period, this would
equate to incremental annual sales of
around £35 million, at operating margins
in line with our target.

Success is dependent on establishing a
supply chain for the whole network and
that is a key focus for 2024. With this
resolved, our intent will be a roll-out into
the remaining network through 2025. We
are already in discussions with a number
of our key fabricators to partner with us
on this project. They stand to benefit from
a large uplift in incremental sales, utilising
spare capacity, thereby making them
more efficient.

Training our branch and central processing
teams in the various aspects of this project
and the successful implementation of our
new branch trading system (see Business
Effectiveness) are also key to the success
of this initiative.
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OUR STRATEGY

Extended living spaces
Garden rooms and extensions
We classify extended living spaces as
garden rooms and extensions.

Since launching our garden room range
three years ago, we have steadily built

a strong market presence, completing
around 800 builds and competing well
with the established market participants.
Garden room sales in 2023 were

¢.£4 million. Our business model is based
on an exceptional customer journey,
with clear communication throughout,
and a close working relationship with
our fabrication partners, as a significant
proportion of our own manufactured
products are used on every building.

With our strong customer proposition,
experienced sales professionals and
efficient end-to-end process, we believe
there is a good opportunity to gain market
share and deliver incremental annual
garden room sales of around £20 million
in a five-year period.

The extensions market is vast; we
estimate it to be ¢.£6 billion per annum.
Extensions are often complex projects,
typically involving builders and architects,
with extended build times and disruption
for the homeowner. We believe there is a
gap in this market to provide an alternative
solution for consumers, utilising the
technology and skills from our existing
fabricator and installer base, alongside
our own technical expertise and customer
journey management.

With our extensions range, we are

using modern methods of construction
(e.g. structural insulated panels) that piece
together in an innovative kit form, thereby
creating a cost-effective, energy-efficient
building solution for homeowners who

are looking to convert and extend their
properties, with installation times of weeks
not months. Based on a very encouraging
launch for these products in 2023,

we estimate annual sales could reach

around £10 million within a five-year period.

Similar to windows and doors, we believe
sales of garden rooms and extensions
will generate operating profit margins in
line with our target, after taking account
of additional branch overheads, central
processing team costs and marketing-
related spend required to support

these initiatives.

Our Garden Room Range Proposition

Kyube

8=

Kyube Korner

Kyube Deluxe

Side Pergola/

Horizontal Coastline

Vertical Cladding

ke

- i
Conservatory
Conversion

Warm Rooms

Roof lantern range

Our lantern range is key to the success
of our extended living spaces proposition.
For example, a large proportion of the
extensions market utilises flat roofs with
lanterns. There is also an opportunity

to support the top-end garden room
models we intend to launch in 2024.
We introduced our Luma flat roof lantern
successfully in 2023 and have plans to
launch a new aluminium lantern in 2024.
This new roof incorporates innovative
design features that make it easier and
quicker to install.
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Horizontal Coastline

Decking Option

High End Model

Single Storey Extensions

Select installer scheme

Our Select installer scheme drives
customer demand for our product

range through a national network of
skilled installers who become advocates
for Eurocell. Because our business is
substantially trade focused, Select is our
route to pull through consumer demand
and is therefore also integral to the success
of our entry into new markets such as
garden rooms and extensions, as well as
our plans to sell more windows and doors
through the Branch Network.



New website - digital growth
Following the launch of our new website
in 2023, we now have a stable future-
proofed platform to build a competitive
advantage in the online space. The
website incorporates an integrated
product information management system
and an e-commerce platform. It is our
brand shop window and has the potential
to drive strong incremental growth at
good margins.

The product information management
system provides the capability to ensure
we present our products, their features and
benefits as comprehensively as possible.

The e-commerce platform drives an
improved customer experience, including

an intuitive account registration process and
a mobile platform, as well as automated and
personalised product recommendations.

To exploit the benefits of the new website,
we have an ambitious digital strategy, to
grow e-commerce sales, drive homeowner
leads to buy big ticket items such as
garden rooms, extensions, conservatories,
windows and doors, and attract new trade
accounts to our branches. This includes
strengthening our web search strategy
and extending key word targeting to

drive more relevant traffic to our website.
We will increase our pay-per-click (PPC)
investment and leverage Al automation to
increase contact and prospect targeting
with product recommendations.

Our intent is to build homeowner brand
awareness and become known for our
extended living spaces range, where

we currently pay more for leads as we
compete for in-market customers. We plan
to position Eurocell as the place to come
for these products, such that customers
consider us more during their research
phase and come to us directly when they
are ready to buy.

Profiles — protect and maintain
existing business

Following a period of strong growth and
market share gains, we believe we are
now the leading supplier of rigid PVC
profiles to the UK market.

The demand created by our specification
and marketing teams has supported
growth for our existing fabricator
customers. We have also created a
compelling case for trade fabricators to
switch to Eurocell, including a strong
product range, continued product
development and increasing opportunities
to supply our branches. Expanding our
share of the new build market has also
been a key driver of historic growth,
driven by sales of cavity closers, where
we are the clear market leader. We

have strong relationships with large and
medium-sized housebuilders, maintained
by our specification and technical teams.
Finally, our significant investment since
2018 in new manufacturing, recycling
and warehousing capacity to drive
improving and reliable service has proved
attractive to existing and prospective
fabricator accounts.

With markets currently weak, we believe
targeting further significant share gains
could lead to price erosion, which would
have a detrimental effect on our business.

Our strategy for Profiles is, therefore,

to protect our existing business and
maintain our value-added service
propositions that support our customers.
We will continue to facilitate relationships
between our direct partners (e.g. fabricators)
and indirect partners (e.g. glass, hardware,
machinery, software providers), and leverage
our leading position with housebuilders

and commercial developers, thus ensuring
we maintain specifications to support a
robust pipeline of work for our fabricator
customers. We are recognised across the
industry as the leading technical systems
house, and we will continue to leverage

this advantage.

Eurocell plc
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OUR STRATEGY

Sector-led approach

We have a sector-led approach, with initiatives focused primarily on the trade and new build sectors, which together represent
€.90% of Profiles sales (c.55% for trade and ¢.35% for new build). We also operate in the commercial sector, which represents
10% of Profiles sales.

Our overall strategic objectives by sector are summarised as follows:

S
e
>

eurocell

Our
ambition

“To become the number 1 sustainable choice for fabricators across the UK”

Profiles Trade/Retail g New Build g Commercial
sales 55% of Sales 35% of Sales 10% of Sales

Sector-led “Be recognised as the “Maintain our number 1 “Establish ourselves as a
approach  number 1 choice for position in the New Build market” credible solution for the
the Trade/Retail fabricator” : : Commercial market”

2024
Priorities Protect Maintain Grow Technical expertise

In each sector, we look at strategy through three filters: customer, product and brand.

Trade sector
Our customer, product and brand priorities for the trade sector are as follows:

Customer priorities Product priorities Brand priorities

e Developing strategic fabricator e | eading a customer-centric e Building a reputation within the
partners to support windows approach to new product industry that creates loyal trade
through branches initiative development that considers partner advocates

¢ |nvesting added value services homeowner aesthetics and security ¢ Reliability of operation underpins
for customers ¢ |ncreasing the volume of recycled our approach.

e Ensuring small fabricators that material used in our products.

cease manufacturing use Eurocell
trade fabricators for supply.
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New build sector

Building regulations for windows are becoming increasingly complex and our technical teams are working with our larger new build
customers, enabling them to conform to the new standards, including development of new product applications to meet changing
requirements. In addition, with a focus on sustainability, we believe our use of recycled material will become increasingly attractive
to housebuilders. Our customer, product and brand priorities for the new build sector are as follows:

Customer priorities

e | everaging our proposition within
the regional new build market

e Connecting all aspects of the
industry around legislative and
regulatory changes

e |dentifying future new build
fabricator partners.

Product priorities

e Providing a fit-for-purpose solution
for Future Homes

¢ Proactively engaging with our
customer base for product
development, including sustainable
product solutions

¢ Providing a world-class technical
support service.

Brand priorities

e Repositioning ourselves as the
leading brand for both national
and regional housebuilders

e | eading the sustainability agenda

¢ Being the knowledge-based
experts for regulation, legislation
and compliance.

With the consultation paper on the Future Homes and Building Standard now published, we are proactively working with
housebuilders to develop solutions, which include our Modus triple glazed window.

c.90%

of Profiles sales represented
by the trade/retail and
new build sectors

c.10%

of Profiles sales represented
by the commercial sector

Other commercial initiatives
Aluminium

The number of aluminium fabricators
increased by more than 10% between
2014 and 2023, whereas the number of
PVC fabricators fell by more than 20%
over the same period (Source: AMA
Research), indicating a growing trend
towards aluminium fabrication for
windows and doors.

Our StudioGlide residential door product is
currently our only aluminium offering, with
annual sales of ¢.£1.0m per annum. Whilst
the use of aluminium within our existing
fabricator base is limited, we believe there
is an opportunity to grow our footprint in
the aluminium market.

In the short term, we intend to fulfil demand
through partnerships with existing Eurocell
fabricators to offer a limited aluminium
window and door range. In the longer term,
we have the option to expand our range

by partnering with an aluminium systems
house to offer a full suite of products.

New product development

Our most recent product innovations
have been covered earlier in this Strategic
Report, including garden rooms,
extensions and roof lanterns.

Looking ahead we will continue to seek
opportunities to improve and augment
our product portfolio.

We are committed to maintaining market
leadership by offering the very latest

in product improvement, both through
development of existing products and the
introduction of new ones. We work closely
with our customers and technical advisers
on development to maintain our product
pipeline.

We believe opportunities will be provided
by the continually evolving building
standards and regulations, which are
becoming more complex, and some

of which, such as the Future Homes
Standard, remain subject to clarification.
These changes play well to Eurocell’s
technical expertise and we are working
with the housebuilders and our customers
to design fit-for-purpose solutions.

We are also focused on process innovation
within our manufacturing facilities. Areas
such as automated packaging and

digital inkjet printing in place of foiling

for profiles have the potential to reduce
cost significantly.

Other initiatives

Other commercial initiatives which form

part of our five-year plan include building on
recent success to increase market share in
new build for our composite doors business
and bringing in-house the manufacture

of certain injection moulding products

we currently purchase from third parties.
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e l

Our second strategic pillar reflects our ambition to make
Eurocell a lean and efficient company. As previously
reported, we are upgrading our business systems

and streamlining processes, thereby making us easier
to do business with.

We are also embedding a continuous
improvement philosophy, which is already
highlighting significant opportunities,
particularly in our manufacturing and
recycling operations.

System replacement

Our systems should be an enabler to
our strategic ambition, and improve
the supplier, customer and employee
experience.

Following a full review in 2022, we
concluded that the age profile of our
principal operating system had become

a limiting factor in the development of our
business. This conclusion recognised that
our current SAP system was implemented
in 2004, when the Group was primarily

a manufacturer of PVC profiles, with

no recycling operation and only a small
Branch Network.

il
n

In 2023, we started a project to upgrade
or replace SAP. The key components of
our proposed new architecture are:

e A front-end trading system to support
the branch network

e A back-end ERP System to support
all other functions of the business,
including manufacturing, recycling,
warehousing, distribution and finance.
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As described in the following paragraphs,
we expect the new systems will drive
major improvements in our customers’
experience and significantly increase

the efficiency of our operations. In total,
we anticipate implementation to be a
two-to-three-year process, and we
estimate the total costs of the project

will be in the region of £8-10 million.

Trading system

Following a comprehensive process,
which concluded towards the end of 2023,
we selected Intact 1Q to provide a new
customer-centric trading solution for the
branch network. This system will provide:

e Customer quotation management,
including pipeline visibility, version
control and order conversion

e Simplification of transactions and
processes for branch colleagues,
including exception visibility, electronic
point-of-sale functionality, cash drawer
controls and handheld apps for stock
and picking transactions

e Delivery management and transport
planning, including customer notification

e Customer loyalty programmes and
rebate options

e |nstant information to aid decision
making, including performance
metrics and mobile availability
for field sales personnel.

We are now planning the implementation
of the trading system, which will take place
during 2024, and we expect to go live in
the first half of 2025.

ERP system

Our objective with a new ERP platform

is to streamline operations and improve
efficiency, through the automation and
integration of business processes and
reduction in manual data entry. We expect
our new system to come with built-in data
analytics and reporting tools to support
analysis of historical data, prediction of
trends, and the ability to make data-driven
decisions for continuous improvement.

As well as delivering the core activities
described above (i.e. manufacturing,
recycling etc.), we intend to select a
solution which will support the integration
of various other functions which operate
on standalone systems today, including
customer relationship management,
quality, plant maintenance and

asset management.

For ERP, our objectives for 2024 are
to select a system and commence the
implementation process later in H2,
with go-live around mid-2026.

Project risk management

We recognise that projects of this scale
typically carry significant risk. With that in
mind, we have established a Board-led,
cross-functional steering group to provide
oversight of the process and an escalation
point to address issues and concerns.

Our IT Director is highly experienced, with
several system implementations delivered,
including a multi-year, multi-company
rollout across another building materials
plc. We expect to implement an out-of-
the-box solution to remove complexity
from the project.

We have enjoyed early and extensive
engagement with business functional
areas through requirements workshops,
demos and vendor briefings, and will
continue to benefit from third party expert
support and guidance throughout all
aspects of the project. Finally, in building
our implementation team, we plan to
utilise specialist third party resource.

As a result, we are confident that we will
have the people and processes in place
throughout the project to ensure that risk
is appropriately managed.

Continuous improvement

As noted above, we are embedding

a continuous improvement philosophy,
particularly within our manufacturing,
recycling and warehousing operations,
where we delivered significant cost savings
through operational efficiencies in 2023.

In our 2022/23 restructuring programmes,
we identified savings from the
consolidation of our extrusion activities
from three sites onto two, and we

believe there are further opportunities

to reduce cost.

We are also now successfully using
artificial intelligence to optimise our
inventory levels, which has supported

a reduction of ¢.£19 million over the last
18 months (this includes the benefit of
lower input costs). We see scope to further
deploy this technology in other areas of
the business and support our ongoing
work on inventory reduction, through
tighter control of safety stocks and closer
matching of the manufacturing plan

to anticipated sales.

Looking forward, our most important
continuous improvement activities
will be focused on:

* Process innovation in manufacturing
and recycling

e Material efficiency and yield
improvements

e Scrap reduction and lower cost
of poor quality

e Rapid tooling change-over

e |ost time analysis, including reducing
unplanned stoppages, performance
losses and labour shortages.

In addition, building on the successful
execution of our customer growth
initiatives, such as selling more doors and
windows, we will utilise spare operating
capacity that we have in our rigid extrusion
manufacturing operations and composite
door business, thereby making the
business more efficient.

Finally, we are reviewing our organisational
design across the whole business,

to ensure that we have the right structures
to deliver our strategic initiatives in the
most efficient way possible. This may lead
to further cost savings in due course.
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OUR STRATEGY

People

s

The objective of our
strategic pillar is to make
Eurocell a great place to
work, through a relentless
focus on health and safety, |
an enhanced employee
value proposition,
improved levels of
engagement and effective
talent management.

Full details for each of our strategy and these areas
of focus are set out the People First section of the
Sustainability Report which follows on pages 38 to 41.

“Our ambition is to have talented, engaged and motivated colleagues
who work passionately to achieve clear business and personal goals”
Eurocell will be a great place to work, where our culture make colleagues feel...

OUR

AMBITION . “| know what’s going on... M
| feel part of the Eurocell team . B . | know how | can progress
s | feel connected to the wider | know how to contribute to the 3
and I'm passionate about . , ) N within Eurocell, I'm clear about
o . N business — I'm a valued as success of my business' ”
my role within this team N my development
a team member
STRATEGY HEALTH AND SAFETY ENGAGEMENT PROPOSITION GROWING TALENT

Internal communications Talent management and
framework

Wellbeing framework
Recognition scheme

Induction and onboarding
programme

Develop health and safety
leadership skills

succession planning
Talent development

KEY

Colleague forum

PRIORITIES Develop health and

safety education

Community and
charity engagement

SUCCESS IFRALTIR/Severit
y Rate/ " o o . Apprenticeships
MEASURES RIDDOR Rate Attrition and Retention % % of Internal Promotions Participation/Use of Levy Culture Survey Feedback

28 Eurocell plc Annual Report and Accounts 2023

Maximising use of
apprenticeships




(4 dership

We want to earn a
reputation for being
a truly responsible
company. Eurocell
is already a leader
in PVC recycling,
which is preventing
millions of windows

being sent to landfill.

But that’s just one
aspect of ESG and,
looking ahead,

we aim to excel

in all areas.

We are now working with CEN-ESG,

a specialist ESG consultancy, to support
the development of our ESG strategy and
improve our ESG data and disclosures.

Full details of our strategy and the
results of our work so far with CEN-ESG
are set out in the Sustainability Report
which follows on pages 32 to 49 and

in our Task Force on Climate-related
Financial Disclosures (TCFD) Report

on pages 50 to 61.

Eurocell plc  Annual Report and Accounts 2023
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SOCIAL VALUES AND ESG

COMMITTEE REPORT

Dear Shareholder,
| am pleased to report to you on the
main activities of the Committee

and how it has performed its duties
during 2023.

l

Committee composition

Q2

Kate Allum  Iraj Amiri Will Truman
2
- i
i '
Angela Darren Michael
Rushforth!  Waters Scott

a

Colin Hales  Cat
Hambleton-
Gray?

Jon Lawrence

1 Appointed 1 February 2024.
2 Appointed 2 January 2024.

30 Eurocell plc

This is a new Committee, formed at the
end of 2022. Its purpose is to provide
formal and transparent oversight of

the Group’s Environmental, Social and
Governance (‘ESG’) programme and
value-led agenda. This includes, but is not
limited to, sustainability, employee welfare
and responsible business practices,

as well as the Company’s contribution

to the societies in which it operates.

Role and responsibilities:
The principal duties of the Committee
are to:

e Drive the social value and responsible
business agenda on behalf of the
Company

e Ensure that the Company conducts its
business in a commercially responsible
way to achieve maximum positive
impact on the people, communities
and the environment in which it works

e Monitor progress against key
performance indicators and external
ESG index results

e Benefit the customers, staff and
shareholders of the Eurocell Group.

Annual Report and Accounts 2023

As a result, the Committee has the
following objectives to:

e Emphasise the importance of
environmental measures, sustainability
goals and performance, at all levels

of the business

Provide best practice on the structure,
policies and regulations that impact

the business

Increase the understanding and
awareness of corporate governance and
social aspects that impact the business
and industry

Monitor and develop all aspects of
employee welfare throughout the business
Implement and promote common

and workable standards of corporate
governance for the business

Provide advice on ESG matters to
management and the Board

Review and approve/recommend the
Group’s ESG initiatives, objectives,
strategies and targets

Advise on the reporting and disclosures
on ESG matters in compliance with laws
and regulations.

Social Values and

ESG Committee members

The Committee includes Non-executive
Directors, Executive Directors and
members of the senior management team.
During 2023, the Committee comprised:

Chair:
Alison Littley

Committee members:
Non-executive Directors:
Kate Allum

Iraj Amiri

Will Truman (from 15 May 2023)

Executive Directors:
Darren Waters
Michael Scott

Senior management team:
Colin Hales (Chief Operating Officer)
Jon Lawrence (Head of Safety,
Health and Environment)

Bruce Stephen (HR Director,

to 31 December 2023)

Subsequently, Cat Hambleton-Gray
(People Director) joined the Committee
on 2 January 2024 and Angela Rushforth
(Non-executive Director) joined on

1 February 2024.

All members of the Committee served
throughout the year, unless otherwise stated.

Only members of the Committee have the
right to attend Committee meetings, but
the other members of the Board and, when
appropriate, other members of the senior
management team, are also invited to
attend Committee meetings.



Summary of activities during

the year

A significant amount of work has been
done on ESG, which was brought together
in a first formal meeting of the Committee
in October, with attendance shown

on page 82.

Initially, the Committee focused on
collating, assessing and prioritising the
various ESG-related workstreams and
initiatives, which were already progressing
within the business, in order to develop a
baseline understanding of the status quo.

Thereatfter, our first major goal was
to establish a clear ambition for ESG
in the Group, which we agreed is to:

e Be the leader in sustainability in the
fenestration sector

e Create a great place to work

e Operate with the highest standards
of governance.

The Committee recognises the challenges
of developing and delivering an effective
and transparent ESG strategy for a
business of our size, consistent with

our ambition and strategic intent.
Consequently, an ESG Leadership pillar
forms an integral part of the new strategy,
recently approved by the Board.

As a result, the Committee recommended
to management the benefits of third-party
expertise to provide specialist advice

and support in this area. Therefore, after
benchmarking with four other providers,
the Committee approved a two-year
agreement with CEN-ESG, specialists in
corporate sustainability and ESG-related
areas, with the scope of services including:

e Determination of the material
sustainability topics to the business,
definition of ESG objectives and the
development of a sustainability strategy,
along with the embedding of ESG
governance and internal controls

* Development of a full baseline carbon
footprint for the business (Scope 1, 2
and 3), identifying key decarbonisation
levers and setting net zero targets

Non-financial and Sustainability Information Statement
The Group has complied with the requirements of sections 414CA and 414CB of the Companies Act 2006 by including certain
non-financial information within the Strategic Report.

e Management of external ESG
reporting, including the Sustainability
section of the Annual Report, focusing
on data collection and updated
TCFD disclosures

e Ad hoc ESG support, when required.

Full details of our work to date with
CEN-ESG and the development of our
ESG strategy and related matters are set
out in the Sustainability Report on pages
32 to 49 and the Task Force on Climate-
related Financial Disclosures Report

on pages 50 to 61.

Finally, | would like to thank my fellow
Committee members who served during
the year for their valuable contribution
and support.

Alison Littley
Chair of the Social Values
and ESG Committee

19 March 2024

The following table summarises where you can find further information on each of the key areas of disclosure required by section
414CA and 414CB of the Companies Act. The Companies (Strategic Report) (Climate-related Financial Disclosure) Regulations
2022 amend these sections of the Companies Act 2006, placing requirements on the Group to incorporate climate disclosures in
the annual report. We believe these have been addressed within this year’s climate-related disclosures on pages 50 to 61 and as
such we have referenced the location of these within our statement on TCFD on page 51.

Relevant Group Policies and Guidance

Relevant Principal Risks

Relevant Information from our annual report

Environmental ¢ Safety, Health and Environment Policy
matters e Sustainable Procurement Policy

climate change.

e Corporate Social Responsibility Policy.

e Sustainability and e Environmental Leadership:

pages 42 to 45
e Sustainable Products:
pages 46 to 47.

Employees e Employee Handbook

e Health and safety. e Health and Safety:

Managing Performance Policy
Equality, Diversity & Inclusion Policy.

pages 36 to 37
e People First:
pages 38 to 41.

Social matters ¢ Corporate Social Responsibility Policy

Privacy policy

e Cyber security

e Managing change.

e Anti-Bullying, Harassment & Victimisation Policy

e Whistleblowing Policy

e Recruitment Policy

Safety, Health and Environment Policy

Various Information Security Policies
Sustainable Procurement Policy.

e Ethics and Compliance:
pages 48 to 49.

Human rights

Anti-Slavery and Human Trafficking Policy

¢ Whistleblowing Policy

Modern Slavery Statement.

e Ethics and Compliance:
pages 48 to 49.

Anti-bribery
and corruption

Anti-bribery policy.

e Ethics and Compliance:
pages 48 to 49.
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SUSTAINABILITY

REPORT

Ceaderghip

Why sustainability matters
Eurocell is committed to operating a
sustainable business and earning a
reputation for being a truly responsible
company. We also aim to lead the
fenestration sector in sustainability.

We are focused on reducing our carbon
footprint, valuing and supporting the
wellbeing of our people, and improving
the environment in which we operate.

Our Group’s purpose is to create
sustainable building solutions for the trade
of today, the homes of tomorrow and

the environment of the future. Circular
economy principles lie at the heart of our
strategy, as we recycle old PVC window
profiles into new products. In addition, we
aim to reduce our environmental impact
via energy saving initiatives and waste
management schemes. We also generate
savings for our customers through
products that limit heat loss and lower
energy bills. We endeavour to provide

an excellent, safe workplace for our
colleagues and ensure they feel supported
and valued. We are also committed to
playing an active role in our communities
and being a good neighbour.

In developing our sustainability strategy,
we have recognised that our customers,
staff, other stakeholders and the
communities in which we work, are placing
increasing importance on environmental,
social and governance (ESG) issues.

In 2024, we will improve our data
collection to help us set challenging
targets for the business as we develop

a pathway to Net Zero. We will focus
specifically on developing our climate
transition plan and on carbon emission
reduction targets. We will also aim to make
a positive impact and difference to our
customers, employees and communities.

32 Eurocell plc Annual Report and Accounts 2023

The leader in sustainability in the fenestration sector

Maximise recycled content

in manufactured products
Ethically source raw materials
and products

Progressively reduce carbon
footprint on a path to Net Zero
by 2045

Be a responsible neighbour,
wherever we operate
Minimise waste and usage

of plastic packaging.

A great place to work

Driven by our purpose, we wil
live and breathe our values
without compromise

Employee safety and welfare is
always front of mind

A diverse business, where people
can be their true authentic selves
Excel at developing people,

by nurturing talent and always
seeking to promote from within
Fair in the way that we reward
and manage our people.

With the highest standards of governance

Integrity is the cornerstone

of our business

Fully transparent in the way that

we operate and report

Receptive and responsive

to challenge and scrutiny

by key stakeholders

Constantly evaluating and mitigating
risks to protect the business
Always with one eye on the future,
so that we comply with new
legislation and deploy best practice.



Achievements since our last
Annual Report include:

¢ Developing our ESG Strategy and
KPIs. We have consulted with our
stakeholders to better understand our
ESG risks and opportunities, through
an externally conducted materiality
assessment. The results of this
assessment are enabling us to work
towards setting new, ambitious KPIs
and targets to monitor our progress
and to focus our sustainability strategy

e Measuring our Scope 1,2 and 3
emissions. In addition to our Scope
1 and 2 emissions, we have now
developed our end-to-end carbon
footprint methodology, which includes
for the first time a full Scope 3 analysis
for 2022 and 2023

e Setting a Net Zero target. \We have
set a target of achieving Net Zero by
2045. We will sign a commitment letter
to join the Science Based Targets
initiative (SBTI) indicating that we will
work to set a science-based emission
reduction target aligned with the SBTi’s
target-setting criteria in 2024

¢ Increasing the percentage of
recycled PVC in our products. In
2023 we achieved 32% and have now
set an ambitious new target to increase
this to 40% by 2030. This is a significant
opportunity as we work towards our
Net Zero target

e Continuing to invest in carbon
reduction initiatives to minimise
our environmental impact. \We have
continued to reduce our Scope 1 and
2 emissions. Mobile plant at our main
distribution centre has now transitioned
from gas to 100% electric. In addition,
the vast majority of our electricity usage
is now on renewable contracts

e Embedding our ESG strategy across
Eurocell. The work of our Social Values
and ESG Committee has commenced.
The Committee will meet a minimum of
three times per annum, helping to drive
the social value and responsible business
agenda on behalf of the Company

¢ Recruiting a new People Director,
who is developing our People First
Strategy. The key priorities of this
work are focused on health and safety,
enhancing our employee value proposition,
improved levels of engagement and
effective talent development

¢ Improving our reporting of the
recommendations of the Task
Force on Climate-related Financial
Disclosures (TCFD). This work
builds on our disclosures from 2022
and expands on our risks and
opportunities identified.

Looking forward, our priorities are to:

e Embed our ESG strategy across the
organisation, monitor our ESG KPIs and
develop our ESG targets as we progress
File our Net Zero targets with SBTi and
develop our Net Zero transition plan
aligned to the Transition Plan Taskforce
(TPT) draft standards. We will also
continue to deliver on the underpinning
initiatives that drive carbon reduction
across our business

Focus on sustainability as part of our
new product development programmes,
looking to increase the development of
low carbon products to meet consumer
demands

Deliver the programme of initiatives we
are undertaking across our business

to support staff and their communities
Roll out a new wellbeing strategy for

all employees.

Materiality assessment
Our process

Working with an external consultant,
we considered issues of internal
importance as well as incorporating
external issues shaping our current
strategy...

We held a workshop with our
Senior Leadership Team to prioritise
these issues based on their relative

importance to the businesses...

We surveyed a wide range of
internal and external stakeholders
to incorporate their views...

We created a double materiality
matrix to help identify and prioritise
issues that matter most to us and
our stakeholders...

In 2023 we engaged with key stakeholders,
including investors, our lenders, customers,
suppliers and employees and completed
our first double materiality assessment. This
identifies the most significant sustainability
issues to our stakeholders which have
strategic relevance to the Company.

Materiality results

Our analysis identified 17 of the most
material topics to our stakeholders. Whilst
all the topics are important, we have
prioritised them by the impact they have
on the business and the level of influence
they have on our stakeholders. The most
material issues for Eurocell are in the top
right of the materiality matrix chart overleaf.
We concluded the five most important
issues were:

e Health and safety: ensuring workforce
wellness and safety

Labour and human rights: ensuring fair
working practices for our employees
including human rights

Climate change and emissions:
minimising our carbon emissions and
our contribution to climate change
Waste management: waste generated
by our operations needs to be dealt with
responsibly, including hazardous waste
Product quality: selling products that are
safe to use and of high quality.

All of these areas are under active
management and monitoring. We will use
the results of the materiality assessment
to further refine our ESG strategy in

2024 and help develop KPIs and targets
where appropriate.
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Materiality matrix

Stakeholder ranking

- SUSTAINABILITY REPORT CONTINUED

Health
& safety —

Ethical conduct

& integrity N

Labour
& human
rights  \

Product /

quality

Climate change
& emissions  \

Cyber & data
security '\

Waste ——
management

\ Pollution

Diversity
— &inclusion

Key: . Environmental . Social

Sustainable business goals

We have a suite of ESG KPIs and targets
which we continue to measure and track
our progress against. We have also
assessed which of the 17 United Nations
Sustainable Development Goals (SDGs)
these KPIs link with.

Central to our environmental targets,
which cover both the circular economy
and emissions and energy management,
is reducing the carbon footprint of the
business and our products. Our unique

recycling operation and focus on increasing
our use of recycled PVC compound in the

manufacture of co-extruded rigid profiles
has been, and will continue to be, at the
heart of carbon reduction for Eurocell.
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Eurocell ranking

: Our social objectives are broad and cover
i areas such as health and safety, diversity
i and education.

Most of these targets were set in 2021.

¢ As noted across, we have committed to a
i Net Zero target for 2045 and during 2024
- will be developing a pathway, aligned to

: the SBTi framework for our operational

: emissions, to support us in achieving

- that aim.
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Governance Financial materiality: Size of bubble

: The pathway will provide ambitious near-

" term targets, including updated objectives

for some of the environmental KPIs in the

: table opposite in line with our overall Net

i Zero goal. We will submit our targets to the
¢ SBTi for verification in 2024 and publish

¢ a Transition Plan once our targets have

: been approved. Our social targets will also
: be updated as part of our ESG leadership

¢ strategy work.



KPIs and targets
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Environmental - Circular economy and waste management

Waste to landfill % landfill 9% 12% No more than 5% waste to landfill
by 2025 and 1% by 2030

Waste recycled % recycled 76% 82% Increase of 2% per annum in waste
recycled (to 88% by 2025), then
increase of 1% per annum thereafter
(to 93% by 2030) vs 2020 baseline

Recycled material % used 32% 29% 40% by 2030

used in production
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CO, saved by Tonnes saved 47kt 47kt Year-on-year increase 5

recycling operation o]
8
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Recycled material % generated 63% 59% 72% by 2030 2

yield g

Environmental - Emissions, energy management and pollution ®

Scope 1, 2 and Absolute Scope 1, 188,199 tCO,e 210,704 tCO,e Net zero by 2045 1y =

3 emissions 2 and 3 emissions ﬁ)

(Market based) (Market based)

Renewable electricity % renewable electricity 94% total 72% total More than 90% by 2025 1) =

used electricity electricity Q
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Health & Safety Lost-time injury rate 5.7 per 10.0 per 4.9 per 1m hours by 2025
1m hours 1m hours
Employee Labour turnover 27% 32% Year-on-year reduction

engagement
and recruitment

Employee satisfaction Annual survey response  73% and 75%  69% and 77% Year-on-year increase
rate and overall
satisfaction level

Diversity Female employees 16.3% 15.3% Year-on-year increase § =
Remuneration National Living Wage All employees  Allemployees All employees above NLW by 2023 .
(NLW) at or above at or above
NLW NLW hithd
Education Apprenticeships/ 61 69 20% increase on 2020 base
Kickstarters of 32 by 2025

Note: KPI performance data for 2022 and 2023 included in the table above is based on management estimates.
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Recognition Schemes

Individual and collective recognition
for good practices, behaviour and
milestone achievements

SHE Platform

Develop central database
and software programme to
manage SHE

Behavioural Based
Safety Programme
In-house training

ISO Standards
Work towards certification
for all sites

Visual SHE
Standard signage and floor markings
and install SHE focus areas

Health and safety was identified as
Eurocell’s most material issue by our
stakeholders and the health, safety and
wellbeing of our employees is our number
one priority. We have a groupwide Safety,
Health and Environmental (SHE) Policy,
which is available on our website and
which is reviewed and updated regularly.
We firmly believe that effective health

and safety management is critical to the
delivery of good business performance.
We work constantly with our employees
to identify improvement opportunities and
eliminate unsafe acts.

SHE strategy

In 2023 our SHE strategy included the
rollout of 13 initiatives, with the most
significant highlighted in Safety First as
follows. We will continue this work in
2024, with several additional initiatives
centred around changing behaviours.
We believe that our SHE strategy helped
drive a significant improvement in safety
performance in 2023.

eurocell

Safety
First

An example of one of these initiatives
from 2023 is the implementation of our
Cardinal Rules. Each rule revolves around
a different topic which, if not complied
with, could place our people at risk of
serious injury, such as fire safety. Our
workforce are trained on our expectations
through a series of Toolbox Talks, and
their understanding is checked through

a multiple choice test. Those who do not
meet the minimum threshold are required
to retake the session. Following successful
deployment of the Cardinal Rules in 2023,
our focus for 2024 is on their enforcement
and refresher training.

Safety first

Our Chief Executive, Darren Waters,
has overall responsibility for health and
safety. Oversight is provided through
our Chief Operating Officer, who is
informed on performance and initiatives
by our Head of SHE and supported by
senior management from different areas
of the business.
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I0OSHH Training
Complete for operations and management
levels within branch network

Leading KPIs
Audit scores, RA/SOPs,
Reviewed SHE training hours

Cardinal Rules
Enforcement of
cardinal rules

Safety Campaigns
Two per year, based on
accident cause and injury type

Annual Safety Day (SHE pledge)
Safety stand-downs on return
to work after breaks

Following improvements made in 2023,
we believe we now have a culture of
continual improvement in safety standards.

We are committed to ensuring that all of
our employees and contractors are aware
of hazards in the workplace, the risks they
present, and have the necessary tools to
manage them. Throughout the year, we
rolled out a number of initiatives, including
the following:

e |OSH and NEBOSH training — over
300 employees attended the IOSH
Working Safety and IOSH Managing
Safely courses, which were delivered in
partnership with our insurance brokers
and insurer. This greatly improved safety
awareness and knowledge and ensured
that employees understood their roles
and responsibilities



We aim to achieve certification to
the standard across all eight Eurocell
operational facilities by the end of 2025.

e \olunteer Safety Reps within Operations
and SHE Champions for the offices
were appointed and trained to function
as a conduit between employees and
the management team to drive continual : There were several visits by the Health
improvement in safety standards and Safety Executive during the year

e Revised health surveillance programmes : to our recycling facilities, resulting in two
were introduced throughout Operations : Improvement Notices regarding dust
and the Branch Network to ensure and machine guarding. The latter was
emp|0yees’ ongoing fithness to undertake addressed immediately, and Sigﬂificaﬂt
their work safely and in good health investment has since been made

e Our Cardinal Rules (critical to life safety) : to improve dust control and management
were trained out, displayed throughout to the satisfaction of the HSE.
the sites and their compliance monitored

e Standard operating procedures and risk
assessments were reviewed to ensure
their adequacy and relevant Cardinal
Rules incorporated within them

* Regular observation walks and visible-
felt leadership tours took place to
engage with employees and monitor
safety compliance and standards.

Case study

IOSH training

1oday o1691e118

Safety targets

As an overall ambition, we are targeting
the elimination of RIDDOR (Reporting

of Injuries, Diseases and Dangerous
Occurrences Regulations 2013) injuries
by the end of 2027. To assist with tracking
our progress we have set interim targets,
and for 2024 we are aiming to achieve a
15% improvement in our injury frequency
rate (IFR), lost time injury frequency rate
(LTIFR), severity rate and RIDDOR rate
compared to 2023.

90UBUIBAOY) 81eiodio)

We are confident that our 2024 Safety
Strategy will continue to deliver improved
safety performance and will again focus
on changing behaviours and improving
our safety culture.

During the year, we were pleased
to partner with our insurance
broker, Gallaghers, to deliver IOSH
Managing Safely training to 127
managers, and Working Safely
training to 195 operatives.

Safety performance

During 2023, supported by the rollout of
our SHE strategy, we delivered a significant
improvement in safety performance,
reducing our LTIFR by 43% compared ‘ ‘

We have a dedicated capital expenditure
plan to support improvements in
our safety performance. In 2024 this

includes the introduction of an electronic
near-miss reporting system to improve
our understanding of where incidents

to 2022 and our RIDDOR rate by 52%.

The IFR increased during 2023 by 21%.

Gallagher partnered with
Eurocell to deliver IOSH

However, this was as a direct result of
increased employee awareness of the
need to report even the most minor

Working Safely and Managing
Safety courses to over 300
employees. This training
significantly improved their
safety knowledge, including
awareness of the risks faced
at work, how to identify
hazards and how to take

the correct action to avoid
potential injuries and make the
working environment safer.”

are happening.
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Certification to ISO 45001 was maintained
for our four main manufacturing sites in injuries, reflecting the investment we
Alfreton and Liverpool (representing 50% : made in training our colleagues to IOSH
of our operational facilities), with only minor : and NEBOSH standards. We have further
non-conformances and opportunities improved the reporting of near misses and
for improvement identified. ISO 45001 unsafe acts and conditions and monitor
gap analysis was conducted at three of their reporting and closure very closely.
our other operational facilities, which all In 2024 we will also focus on leading
achieved compliance scores ranging from : performance indicators.

83% to 85%.

2023 2022 2021 2020 2019 ‘ ‘
Lost time injuries 27 48 36 24 36 N A
Lost time injury frequency rate (LTIFR)' 5.7 10.0 7.6 7.4 8.9 a reduction in workplace
RIDDOR 11 23 28 19 17 injury insurance claims.
Near misses 146 102 29 n/a n/a Eurocell’s insurers were

pleased to see the raised
safety profile, increased
awareness and reduced
claims, and were happy to
contribute towards the cost
of this training.”

Number of employee fatalities - - - - -

Number of contractor fatalities - - - - -

Number of cases of silicosis = — _
322 - - - -

Number of staff trained on health and
safety standards

Number of health and safety training hours 3,456 - - - -

1 Injuries per 1 million hours worked.

Eurocell plc  Annual Report and Accounts 2023 37



SUSTAINABILITY REPORT

People

’

Our strategy and business model are
underpinned by the commitment and
efforts of all our employees. It is our
ambition to have talented, engaged

and motivated colleagues who work
passionately to achieve clear business and
personal goals. The objective of our People
First strategic pillar is to ensure Eurocell is
a great place to work, through a focus on
health and safety (covered in the previous
section), improved levels of engagement,
an enhanced employee value proposition,
and effective talent development.

Engagement

We recognise the impact we have on our
employees, communities and beyond, and
are committed to ensuring that we engage
appropriately with all our key stakeholders.

Employee engagement

Engaging all our employees and
galvanising their efforts in line with our
purpose and values will set us on a
successful path to achieving all our
business objectives. We engage with
employees through a variety of methods, to
ensure all have the opportunity to be heard.

Board engagement

We continue to run colleague focus
groups, led by our designated Non-
executive Director Alison Littley, to

ensure employees’ views are heard and
understood by the Board. These sessions
have received a very positive response.

Pulse survey

In 2023 we conducted our third annual
Pulse survey to provide employees with
the opportunity to tell us how they feel
and take a temperature test on overall
employee satisfaction. Key questions
remained unchanged from the 2022
survey, to provide a good basis for
comparison, although items specifically
relating to health and safety were added,
reflecting our increasing focus in this area.

KPI 2023 2022  Change
Response 73% 69%  4ppts
rate

Employee 75% 77% -2ppts
satisfaction

We are encouraged by the increased
response rate, but we recognise there
is further room for improvement.

Although there has been a decline in the
overall employee satisfaction rate, the
feedback we received has been used to
develop our People First strategy and
build actions plans. Satisfaction relating
to health and safety was strong, whereas
topics relating to job security, mental
health and wellbeing received weaker
scores by comparison. Our response
and plans are described further in the
paragraphs which follow.

We intend to perform a more in-depth
culture survey once our new purpose,
values and strategy are embedded

in the business.

“Our ambition is to have talented, engaged and motivated colleagues
who work passionately to achieve clear business and personal goals”
Eurocell will be a great place to work, where our culture make colleagues feel...

OUR
AMBITION

“| feel part of the Eurocell team

and I'm passionate about
my role within this team”

OUR
STRATEGY

HEALTH AND SAFETY

KEY
PRIORITIES Develop health and

safety education

SUCCESS
MEASURES

IFR/LTIR/Severity Rate/
RIDDOR Rate
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Develop health and safety
leadership skills

“l know what’s going on... | feel
connected to the wider business —
I'm a valued as a team member”

ENGAGEMENT

Internal communications
framework

Colleague forum

Community and
charity engagement

Attrition and Retention % % of Internal Promotions

Annual Report and Accounts 2023

“I know how to contribute to
the success of my business”

EMPLOYEE VALUE
PROPOSITION

Wellbeing framework
Recognition scheme

Induction and onboarding
programme

“l know how | can progress
within Eurocell, I'm clear
about my development”

GROWING TALENT

Talent management and

succession planning

Talent development

Maximising use of
apprenticeships

Apprenticeships

Participation/Use of Levy Culture Survey Feedoack



Internal communications framework
EPIC (Eurocell People in Communication)
is our internal communications platform,
which engages and informs colleagues

on topics such as business performance,
new initiatives and people successes. It
takes the form of monthly e-newsletters,
which include a CEO vlog, and a triannual
printed magazine.

We recently completed the appointment
of an Internal Communications
Manager (a new position). As a result,

in 2024 we expect to make further
progress with our plans to develop an
internal communications framework,
improve our cascading of important
company information and measure
colleague engagement.

Colleague engagement forum

In 2024, we intend to launch an
employee engagement forum, to drive
colleague engagement through two-way
communication channels. The forum will
provide a platform for representatives
from across the Group to meet quarterly
with senior leaders, receive company
updates and share questions, feedback
and ideas from the wider workforce. We
expect that the forum will develop trust
with management teams and facilitate
the creation of action plans for issues
and improvements.

Community partnerships

We are increasingly aware of the benefits
of connecting with local communities
within the areas we work, for example,
from a networking, social impact and
good neighbour perspective.

In 2023, our charitable efforts focused
on Maggies, which provides emotional
support and care for cancer patients and
their families. They are a fantastic charity,

with centres in 24 locations across the UK.

We raised £22,500 for Maggies in 2023,
through several events including car boot
sales, bungee jumps, bike rides and family
hikes. We also hosted a supplier and
customer golf event, and a ‘GO Orange’
day across our business in October.

We intend on keeping the positive
momentum into 2024, and reflecting our
own 50-year anniversary, have a target

to raise £50,000.

Employee value proposition

Our employee value proposition captures
the various topics which together aim to
ensure our employees feel valued and
supported as members of the Eurocell
team. Importantly, this includes reward and
recognition and our wellbeing framework.

Fair working practices

We are committed to providing a fair
working environment for all our employees,
including a fair salary, terms and conditions
of employment and statutory benefits.

Our policy is to comply, at the very

least, with minimum wage legislation

for all employees and we seek to be as
competitive as possible with all our roles.

Employee turnover

We are pleased to report that our labour
turnover decreased from 32% in 2022 to
27% in 2023, although it remains above
our 2020 baseline of 21%. We believe that
the biggest drivers of turnover have been
complex systems and processes, facilities
that require improvement, the need for
more training and competitive pay. We

are addressing these concerns, including
a significant investment now in progress
to upgrade and simplify our systems,
ongoing improvements in site welfare
facilities and increased training budgets.
We have also benchmarked our pay and
reward in key areas of the business and
made changes accordingly. As a result, we
expect to make further progress in 2024.

Reward and recognition

Each year we ensure that all employees
are paid at or above the National Living
Wage (NLW), and can confirm that we
remained in line with this ambition again
in 20283.

Following a detailed review of the levels

of pay and reward in our branch-based,
manufacturing and warehousing teams,
new and improved pay structures were
launched in 2022, which have supported a
reduction in labour turnover and improved
retention since implementation.

Our total reward strategy ensures that

all employees are eligible for a range of
benefits and incentives that include a
defined-contribution pension scheme, life
insurance, Save As You Earn (‘Sharesave’)
schemes, and access to a range of
savings and special offers through our
Eurxtras platform.

Eurxtras is a savings portal, which also

provides employees with information on
health and wellbeing, and a platform for
managers and employees to recognise

the good work of their colleagues.

On recognition, we are introducing a
quarterly reward scheme, based on
nominations from colleagues, to highlight
fantastic efforts from our people which
contribute to the values a